Tips & Strategies for Publication in Reputable National and International
Journal

(Selected Materi Workshop “International Webinar for Journal Editor & Workshop
Improving Journal Toward Scopus Indexing, Kemristek Dikti 2020)

Nuryakin

Editor in Chief :

JMMR Application (Sinta 2, Copernicus indexing)

Jurnal Bisnis : Teori dan Implementasi (JBTI) : Sinta3 Indexin
SCOPUS ID : 57191417126. h Indeks Scopus : 5

Orchid :

Web of Science Researcher ID :

Phone/WA: 08158758702

Master of Management Program

Universitas Muhammadiyah Yogyakart
2020



http://orcid.org/0000-0002-4998-9601
https://publons.com/researcher/U-7073-2018/

Profil SCOPUS

Nuryakin, Nuryakin

© Topyakarta, Indonesia

nttps: forcid org[0000-0002-4998-9601 s View Mendeley profile

_g?’ Edit profile
Metrics overview Document & citation trends Most contributed Topics 2015-2019
19 9 1|
Documents by author a a
£ i
3 0
69 Fi 2
Citations by 50 documents . I I I .
c 2016 ® Documents W Cilations 2020
h-indes:
19 Documents 0 Preprinis
UIVvlI
Universitas
Muhammadivah m mm
www.umy.acid

Yogyakarta



Profil SINTA

@ Sintg oness SUBECTS AFFLATONS  SOURCES  REGSTRATION  FAQ  AAUTHORLOGIN

10.38 6.58

Overall Score 3 Years Score

Magister Manajemen 899 5675 0

CINTA [N+ 5399468 PR e
SINTA D : 5993468 Overall Score V2 3 Years Score \2 Books

Author Profile

Subjects/Areas:
LI

m Rank in National 3 Years Nationa! Rank (PR

Documents per Year ‘_3(_‘:;;_‘;1_.;;, Cirations per Year Go gle Documents per Year
9 40
8 —
I 20 |
6
5
20 —

4
3
) 10
1 |

2016 2017 2018 2019 2020 2017 2018 2019 2020

'ﬂg_\'.lb‘_.] mna Y AT W r——— v ———




Profil Researcher ID / PUBLONS / WoS

COVID-19: add an open review or score for a COVID-19 paper now to ensure the latest research gets the extra scrutiny it needs.

|
pllblOﬂS BROWSE COMMUNITY Faa  Q

Researchers » Muryakin Nuryakin

: : Web of Science ResearcherlD @
Nuryakin Nuryakin s

Researcher (Academic) - Universitas Muhammadiyah Yogyakarta

PUBLICATIONS TOTAL TIMES CITED H-INDEX

! 12 29

By Summary
M etrics Research Fields
i= Publications You have not yet added any research fields to your profile. #*You can add fields here.
Q, Peer review
+ VIEW FULL BIO & INSTITUTIONS
o Y Muda mendunia / S
Yogyakarta www.umyacid

tﬁu&



Qutline :

 Indexing Journal

- National Journal

-« DOAJ

» Scopus indexing Introduce

- How to find right journal

- How to make manuscript for Publication
« Writing Ethics

Muhammadiyah



Indexing Journal

¢
>Scholar
ULRICHS\VEB

GLOBAL SERIALS DIRECTORY

®
.....
e -"lee"s ®
® e “o® .......
@53 cce®
= ....-..’. s o

A division of the American Chemical Society

INDEX(C COPERNICUS
e JUAJGES  EBSCO

Universitas m
Muhammadivah m m

Yogyakarta www.umyacid

o

t



Reputable Indexing Journal

> Indexing

Scopus (Total: 29,566) Web of Science (Total: 18,843)

THOMSON
REUTERS

Universitas
Muhammadiyah
Yogyakarta

Muda mendunia

www.umyacid




Perkembangan Jurnal di Indonesia

Indonesian Journal Growth

HSTEE _RRIK

ISSN Registered

36602

. 45776
40080
B 33803
— 8814
23001
0188
2000 a1 BTOT
12382123811220713534 I I I

2010

Scopus Indexed 64 DOAJ Indexed

68.545 Natiqnal Accredited

Jumlah

Year Increas

NMumber of
Journal

= Country of Publisher

10 cound

009 3
2000 | 11
2 13

14

¥T

sia (1 668)
nited Kingdam (1,649)

Irazil (1,487)

2012

2013 63

41

niled Stales (TAA)

Spain (777}

004 3

Poland {536)

2015 116

| 2016 | 238
200 7 Meiy 4

M0 1.602

niversitas

Muda mendunia

www.umyacid

Muhammadiyvah

Yogyakarta

| Turkey (419)
taly (418)

sharnic Republic of (554)

HINOVASI
INDONESIA

o,

2020
Indonesia
1st DOAJ
1.668




Congratulation
569 Accredited Journals
1st Periode of 2020

KEPUTUSAN MENTERI RISET DAN TEKNOLOGI/

KEPALA BADAN RISET DAN INOVASI NASIONAL

REPUBLIK INDONESIA SERTIFIKAT UL | T

NOMOR 85/M/KPT/2020

TENTANG Kementerian Riset dan Teknologi/
N [} '
Badan Riset dan Inovasi Nasional

PERINGKAT AKREDITASI JURNAL ILMIAH PERIODE 1
TAHUN 2020

Petiban dar Reputunan Mentent Kinet dan Tehnslogh

7 0 7 : - 20
55 6 B
Rank 3nl 123 45 78 Pemarbit: Depatement of Chemicsl Engintering, Dipoucgers Usiversity
191 184 P e ——
29 29 . Vshone 1 S | Tebos ,, : T 200
BT 569 R g e
oS %

R T YL S ——

Pereghas Abredaan Jornsl Bomish Prviod

49 . Bulletin of Chemical Reaction Engineering & Catadysis

UMY
i Muda mendunia

ammadiyah
Yogyakarta www.umyac.id




Progress of Indonesian Scientific Journal

4 )
& ISSNIREGISIEREANN o: -

LIPI

. ISSN ONLINE )
‘ Scientific Journal Index

1154133 2¢% 1,673 9,651 152 40
[ gAU'R“HQA Articles .6' Publishers Journals Q Conferences v SL)Je(tJ

‘ National accredited journal
4985 p
Journa | i I S/ I S D S4 NN S5
Qsinta - @
68 795 959 1.648 1.327 188
Upited: June 16t 2020

Universitas
Muhammadivah m‘ mﬂ“ﬂh

Yogyakarta www.umy.ac.id




Accredited Journal
Analysis

Number of Journal by Province

Number of Journal by €¥sinta Score

y 795

1.648 959

4985

Qsinta

Number of Journal by City Number of Journal by Subject

Number of Journal by Institution
300

Universitas Negeri Semarang

50 | | >
@ Notindexed in GARUDA @ Religion @ Econ
o

Vograria Semang Jskara | Bandrg  Malng  Susbeya  Bogor | Medan  Mokassar Educaton () Agricuture @ At @

umMmy

Universitas ﬂ*'ﬂ"
Muhammadiyah m m

Yogyakarta www.umyacid




Progress of Global Scientific Journal

il DIRECTORY OF ) o 016936
OPEN ACCESS 6.
JOURNALS Wl Scopus Q2:5.894
4.602 Journals 38.060 Journals Q3:5.371
N~ T / Q4:4.623

4 \- j

= Country of Publisher
10 | count 4

Indonesia (1,666) Indonesia: 64 Journal
e ) Indexed by Scopus
Brazil (1,484) (Updated May 19t 2020)

United States (785)

Spain (776)

Poland (631)

Iran, Islamic Republic of (552)
Italy (418)

Turkey (418)

Russian Federation (406)

Universitas
Muhammadivah m‘ mnmh

Yogyakarta www.umy.ac.id




INDONESIA

RISTEK-BRIN

Publisher

Count
of
Publis
her

Institute of Advanced Engineering
and Science (IAES)

Institut Teknologi Bandung (ITB)

Gadjah Mada University

Bogor Agricultural University

Universitas Indonesia

Diponegoro University

Universitas Gadjah Mada

Universitas Pendidikan Indonesia

NININIWIWD O

UMY

niversitas Muda mendunia

Muhammadivah :
Yogyakarta www.umyacid

Publisher

Count of Publisher

/Association for the teaching of English as a Foreign
Language in Indonesia

Bank Indonesia Institute

Center for Fisheries Research

Diponegoro university Indonesia

Geological Agency

Indonesian Combinatorics Society

|Indonesian Society of Critical Care Medicine

|Ind0nesian Society of Internal Medicine

|Insititut Teknologi Sepuluh Nopember

Institute for Migrant Rights Press

National Nuclear Energy Agency

Polytechnic State of Padang

Prodia Education and Research Institute

Research and Development Center for Marine and
Fisheries Product Processing and Biotechnology

Sebelas Maret University Surakarta

Southeast Asian Regional Centre for Tropical Biology (SEAMEO
BIOTROP)

Sriwijaya University

STAIN Kudus

State Institute of Islamic Studies (IAIN) Salatiga

State Islamic University of Sunan Ampel Surabaya

Sunan Kalijaga State Islamic University

Syarif Hidayatullah State Islamic University (UIN) Jakarta

Universitas Ahmad Dahlan

Universitas Hasanuddin

Universitas Jenderal Soedirman

Universitas Negeri Semarang (UNNES)

Universitas Negeri Yogyakarta (Yogyakarta State University)

University Of Brawijaya

\WCS - Indonesia




Panduan Jurnal Internasional
terindeks SCOPUS

Universitas m
Muhammadivah m m

www.umy.acid




Only 40% of the journals in Scopus are from the big publishers (e.g. 11% Elsevier). 60%
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Indonesia has risen to produce most papers when including all document
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Cara memilih Jurnal Indeks Scopus

Pilih www.scimagojr.com
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Total Quality Management and Business Excellence
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Subject Areaand Business, Management and Accounting 5 5

Category Business, Management and Accounting (miscellaneous)
Publisher Routledge H Index
Publication type  Journals
ISSN 14783371,14783363
Coverage 2003-ongoing

Scope Total Quality Management & Business Excellence is an international journal which sets out to
stimulate thought and research in all aspects of total quality management and to provide a
natural forum for discussion and dissemination of research results. The journal is designed to
encourage interest in all matters relating to total quality management and is intended to appeal
to both the academic and professional community working in this area. Total Quality
Management & Business Excellence is the culture of an organization committed to customer
satisfaction through continuous improvement. This culture varies both from one country to
another and between different industries. (source)
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Warning (Hati-hati memilih Publisher)

» Sebaiknya hindari PREDATORY Journal

- Cek Editor Board nya

» Cek Coverage journal (Volume aktif publishnya)
 Cek Indexing journal
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Coverage aktif Journal
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“"Mempublikasikan paper yang baik
............... dimulai dengan
banyak membaca artikel
vang memiliki reputasi Baik”
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Menyusun Topik Riset

» Carilah petunjuk (author guideline) yang ada dalam jumal
yang akan dituju.

» Cari sesuatu yang Kontroversi (Gap Riset)

» Temuan yang tidakdapat dijelaskan / perlu
dilakukan kajian lebih lanjut......

» Editorial, komentar, surat ke editor
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Memilih Current issues

» Diskusi dengan peneliti lain yang sebidang dalam
riset!

» Observasi/ Pertemuan masyarakat lokal
» Menghadiri Konferensi nasional

» Menghadiri seminar / konferensi internasional
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Preparing Writing
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SMEs’ marketing performance: Mediating effect of value creation in the relationship
T ' between relational capabilities on business performance
the mediating role of market
entry Capability Efecto mediador de la creacion de valor en la relacion entre
N ki las capacidades relacionales en el desempeiio empresarial
uryakin
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ABSTRACT

Reassessment of the Entrepreneurial Motivation among  Understanding Customer Purchase Intention of IT
. . Product on Indonesia
Female Business Owners to Enhance SMEs Business
Performance in Indonesia
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TITLE

» Judul yang efektif:
» Menyampaikan topik utama penelitian
» Menyoroti pentingnya penelitian
» Ringkas
» Menarik pembaca

» Kata-kata yang “searchable” ””'\
OR1A
\”’

» Kata pertama adalah kata yang paling penting

» Bisa ditentukan sebelum atau sesudah manuskrip ditulis

» Judul bukan kalimat, tidak ada titik setelah judul
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SMESs’ marketing performance:
the mediating role of market
entry capability 4
Nuryakin

— Department of Management, Universitas Muhammadiyah Yogyakarta,
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Based on previous study and literature review, we develop empirical research mode

(Figure 1):
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Introduction

Berikan informasi latar belakang kajian

JANGAN menulis tinjauan literatur (literature
review) yang komprehensif

Kutip/rujuk manuskrip tinjauan literature yang
bisa dibaca oleh pembaca jika mereka
menginginkan lebih banyak informasi
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Introduction

- Apa dasar dan alasan/masalah sehingga
perlu diadakan kajian ini?

- Jelaskan bagaimana untuk mengatasi masalah
kajlan (1-2 kalimat)

- JANGAN nyatakan hasil dari studi pada bagian ini
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Introduction

= Nyatakan tujuan penelitian dengan jelas

= Nyatakan metode yang akan gunakan untuk
mencapal tujuan penelitian

= Apakah kutipan seimbang, aktual dan releve
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SMEs’ marketing {)erformance:
the mediating role of market
entry capability

Nuryakin
Department of Management, Universitas Muhammadiyah Yogvakarta,
Yogyakarta, Indonesia, and

Eha Ardyan
Department of Management, Sekolah Tinggt fmu Ekonomi Surakarta,
Sukoharjo, Indonesia

Abstract

Purpose - This study aims to examine an emparical evidence of the relationship between relational
capital, network competence and market entry capabilities on marketing performance in small- and
mediuns-sized enterprises’ (SMEs’) furniture export arientation in Central Java, Indonesia
Design/methodology/approach — This study uses 3 quantitative research appeoach vestigate
the relationship between relational capital, network competence, market entry capablities and
marketing performance. To achieve the research objectives, data were collected frum managers or
owners of furniture export « tion in Central Java, Indonesia. Using stroctural equation modeling,
and after 2 serwes of exploratory factor analyzed, the authors tested an integrated
modle] of the redatiomship between relational capital, network competence, market entry capabilities and
marketing performnce

Findings - The result of this study indacates that relational r.l;u!:l h;x' a ;» witiy
r.L'Lt‘m; performance R-'

e mur.:!‘c.\.m ellect on

r-fnnr effect om ‘n_rk«l ng p(n--’-n‘m\ lhhlr resy 11! also show '!ux AuL:I :-n"\ np ibilities can
mediate the mfluence of network competence and marketing perfarmance

Research limitations/implications — The limitation of this research indicates that respondents in
this research are very varied, if it is seen from ther background into furmiture business deve
whereas many respondents do not have enoogh understanding of the questionmaire dstributed. This
research s only developed at the SMEs' furniture area, so it cinnot be generalized at the ather
nrganiztional area. The influencing of relational capital result in market entry capablity has not
suitable with theary built. It is becavse maccurate dimension market entry capability has been applied
this research. For future reseasch, it is suggested to Jook for alternative denension o et entry
ability

Practical implialiml Based un the analysis results and discussion, 1t an be formulated that
managerial implication explains the follwing ps bret, 3 company should focus on long-period
relatsonship development. Focus on long-peniod relationshep development will mcrease cust
loyalty and company performance. Moreover, the castomer has kmgierm relatwmship with
orgamization, although instability condition becanse of the belief in Jong-persod relationship and strang
commitment to mch other. The evidence from this stody sugpests that's the organization needs to
develop the Jong-term relationship with castumer. Second, netwarking competency is impartant in
market entry capabilsty. Relationship can change anytime; therefore, the conspany has to have a strong
campetency of network developing. This competeny s company to enhance strong relationship
The strong network relationship helps company face 7 ways m marke! entry capabality
Originalityfvalue - The results of this research mdicate that the role played by relational capital to
increase market entry capability is not as good as the role played by netwark m;uml 1y on market entry
capahility. In the international market context, the role of resource based view is better than that of

UIviI
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crvironmenmally Eemdly technology (Shane and Ulnch 2004) also bocome an imtoresting rosarch study whach
ncods frthor study. From cestomcss’ perspective, customcrs cuereatly toad 1o pecfor natural and cavinmneatally
frcndly peodacts, so that such peoducts will kave 3 pood mage o the costonkn’ satufaction (Chen 2010)

* The wthors simcvveldy thank vou fo the Minditry of Resvarch smd Tocl f Imbowenta for pedrsing dhe
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v SMESs’ marketing performance:
the mediating role of market

entry capability
122 Nuryakin
——— Department of Management, Universitas Muhammadivah Yogyakarta,
Reccived 18 March 2016 Yogvakarta, Indonesia, and . . . , E .
it Ardiysin This study examines and analvzes construction SMEs' marketing performance using the
Department of Management, Sekolah Tingg{ Ilmwe Ekonomi Surakarta, theories of resource-based view (REV) at the firm level and the theory of transaction cost
Sukoharjo, Indonesia economics, The RBV theory focuses on the set of internal capability for an SME, which
Introduction includes the firm's internal capacity that can be mobilized through various business

Globalization takes an important role in business activity. Globalization influences
organization goal significantly to enter the international market (Miocevic, 2016). Moreover,
Miocevic (2016) argued that globalization emphasizes organization to use it= business
networking and change its operating ways. The effort made by organization in reducing
rizk of international market entry i= collaboration interlacing with importer abroad. Without
networking and strength relational, company cannot enhance business performance (Jordan
and Martos, 2009). Furthermore, Sharabati ef al (2010) stated that human capital, social
capital and relational capital give a positive relationship on marketing performance.
Smirmova ef al (2011) examined relational capability development and marketing
performance and concluded that relational capability influences market performance.
Researchers explained about the important of market entry strategy as an important part
into managerial decision (Filatotchev ef al, 2007; Meyer ef al, 2009). Company exchanges
from global market competition (Aulakh, 2005). Other studies explained the factors that
influence managerial decisions to enter the intermational market, among others: specific
location (Anand and Delios, 1997; Burpitt and Rondmelh, 2004; Yecoh, 2011), entry mode
(Baena and Cervino, 2015 Brouthers, 2002 Burgel and Murray, 2000; Quer of al, 2007;
Randey and Dibrell, 2002), timing of market entry (Sapienza cf al, 2006) and strategy E activities with customers, suppliers, partners and so forth. The transaction cost economics
determination, such as acuitition strategy (Meyer and Tran, 2006) and product strategy identification of opportunistic behavior by their partners are likely to lead to high
{Aulakh, 2003). This study focuzes on the market entry capability emphasizing company’s transaction costs and it has been suggesl'ed that firms can adopt appropriate contractual
ability in international market entry. This ability finally affects enhancing of marketing agreements to address these concems. In this study, we explain that transaction cost

performanc'e: . . ) . . ) economics can be show in business to business partnership with buyvers in international
The previous study focus in an importance a role of an inter organization relationship -

and business networking (Achrol, 1997). Moreover, Ritter ef all (2002) argued that company’s ) . . . : N
ability in developing and managing relationship with suplier, customer and other { The PUrpOsE of rh;s Smd:"ls to examine an empirical evidence .D.f the relatluns!llp
organization for interaction becomes an important part of network competency. These — between relational capital, network competence on market entry capability and marketing

competency help company to connect with customers, competitors and others (Gulati ef al, pafcu‘n:anc_e in SMEs' ﬁ_]miture export _u}'ientaticun in. Cemr_al Java, Indonesia. We continue
2000), and coordination activity competency is an organizational resource which helps in by presenting the details of the empirical study, including the results, followed by a
reaching organization goal (Johnson ef al., 1999). dizcuzsion of the study’s implications, its limitations and the future research opportunities,

There i= an empirical investigation on the relationship between relational capital,
network competence, market entryv capabilities on marketing performance and organization
characteristics of the SME=" furniture export orientation, such as age as a control variable.
The =ales value of Indonesia’s furniture export 1= ranked 18th, far below that of Malavsia
and Viemam (Dhany, 2014). According to the data taken from UN Comtrade, the export
value of Indonesia’s furniture in 2013 was 51.8bn and ranked 18th in the world. Moreowver,
the market segmenting in the area of Europe has big potential, as much az 42 per cent. In
Asia, it is amounted to 40 per cent, 9 per cent in America, 7 per cent in Australia and 2 per
cent in Africa.
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COMPETITIVE ADVANTAGE AND PRODUCT
INNOVATION: KEY SUCCESS OF BATIK SMES
MARKETING PERFORMANCE IN INDONESIA

Nuryakin, Universitas Muhammadivah Yogvakarta

ABSTRACT

The aimes of this researck is to contribute to literature and the conceptual model of the
inffoence of marketing capabilitics on competitive advantage and marketing performance, the
relationship hetweoen marke! orientation on product inmovation and marketing performance amnd
providing  empirical evidences on the importance of compefitive advastage amd product
innovation o ewhancing on supenior marketing performance. The sawpie of thiy research was

Bank SMEs in Central Java province. The analysis of the wui stwdy was seanagers or owners of

Bk SMEs. The mmber of samples examined was 200 sawples.

The parposive sampiing technigwe was wedd 1o the data coflection wmethods. The reswlts of
thas stwdy showed that marketing capability had insigmificant effect on marketing performuance.
Marketing capahility significantly effect an competinive advantage; warke! orientation had
significant effect on marketing performance. Marke! orientation also gave significant effect on
prodect  mmovanon.  Prodwct  inmovation  significantly  gifect on  competime  advantage
Competative advantage had significamt cffect on marketing performance and product insovation
has sigmificantly effect om marketing performance.

Keoywordss Marketing Capabilny, Produat Innovation, Market Oriestation, Competitive
Advantage. SMEs Marketing Performance.

INTRODUCTION

The modern era has comsequences for entreprencurs m creating market opportunitics
Business-oriented organizations mast be able 10 sustain their market amid the increasmply fierce
competition and that cven necd 10 seize the market from competitors. One of the efforts required
by a commpamy %o gaim market share is with marketmg capabslities (Goenz & Troilo, 2006). Even,
marketing capabelities are the key for organization in achieving competitive advantage Swough
the creation of low-cost advantage and differentiation advantage, so that their products are better
knomn than the competitors’ products (Tan & Soumsa, 2015)

Studies on nmrketimg capabdities have also been extensively rescarched i different
scopes of cogamizations, as on the salkes managers (Guenz & Trotha, 2006), hotel industry
(Mchammed & Rashid. 2012}, across different industries {Morgan, Slotegraafl & Vorhies, 2009a)
and evem on firms with export-oriemted market (Tan & Sousa, 20I5) The mmportance of
marketing capabélitics for business perfonmance with adeguate swrategic resources will be casicr
t0 sustan their survival, to expand and to take peofits and business performance (Nuryakin,

Aryamto & Setiawan, 2018)

Globalzation also enables companics 10 allocate their intermal resources as the source of
competitive advamtage (Barney, 1991). Intemal capabilnics 25 the source of competitive strategy
advamtage can create wmig for the o y than the competitors and can directly assure
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Network Advantage: Mediating Effect on Business Performance

Nuryakin', Retno Widowati PA"", Indah Fatmawati*"*

Abstract

The aims of this rescarch is to contribute to the literature and the comcoptual model of the effect of
relational capital on network advantage and business performance, the effect of network competence on
network advantage and business performance, the effect of knowledge sharing on network advantage and
business performance and the effect of network advantage and business performance. The number of
samples in this study examined was 289 wle SMEs Fumiture on Cemtral Java Indonesia. The
purposave sampling techmigue was used to the data collection methods. The results of this study showed
that relatsonal capetal is 2 sagnificant negative effect on business performance and positive significance on
network advantage. Network competence s a significant effect on business performance and negative
impact on network advantage. Network competency is a significamt effect on business performance and
network advantage. Relational capahilities is a significant effect on business performance and network
advantage. Network advantage is a significant effoct on b perfi ce.

Keywords: relational capital: network competence: knowledge shanng: network advantage; business
performance.

JEL classification: M31.

L INTRODUCTION

The study in this rescarch s built based on the difference of rescarch result on the role
of relational capital in enhancing business performance to encourage further rescarch. The
rescarch that has been conducted to provide the evidence of the role of relational capital n
busincss performance performs different results.

The other rescarch results also proved a strong relationship between relational capital
and business performance, while the other rescarch results do not support the relationship
between relational capital and business performance. The rescarchers examining the role of

" Miaster of Management Department, Universitas Muhammadnyah Yogyakana, Indooesia; e-mail: sk il smnacad
{comesponding author)
Department of Manag U Mut dyah Yogyakarta. Indonesiac e-mask: reto widowatsitamy. ac.al.
Diepartment of M Usm Mut diyzh Yogyakarta, Ind c-manl: indaifaime
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The Scientific Manuscript

A conceptual framework
of service quality in healthcare

Perspectives of Indian patients Tltle
and their attendants

Panchapakesan Padma, Chandrasekharan Rajendran and
L. Prakash Sai

Deprartment of Management Studies, Indian Institute of Techmology Madras,
Chernrat, India

Abstract

Purpose — The purpose of this paper is to determine the dimensions of service quality in Indian

hospitals, from the perspectives of mbients and ther family members/friends (refared to as Purpose of the StUdy
“attendants").

Design/methodology/approach — Based on the existing models and the literature on healthcare

services, a framework 15 proposed to conceptualize and measure hospital service quality. Methods

Findings - Twoinstruments for measuring the dimensions of hospital service quality, one each from
the perspective of patients and attendants, are proposed.

Practical implications — This framework emables hospital managers to understand how patients Result
and their attendants evaluate the quality of healthcare provided i respect of every dimension.
A companson of pereephions between patients and attendants would atd them to allocate resources to
varions aspects of healthcare, with respect to these two customer groups. Hospital admmistrators cin I 1 .
use the msbruments proposed to obtan feedback on ther performance on service quality parameters mp 1cation
50 that they can benchmark themselves wath ther competitors.

Originality/value — This paper contributes to research on healthcare services by the development
of a comprehensive framework for customer (both patient and attendant)-perceived healtheare
quality.

Keywords India, Health services, Patients, Customer satisfaction, Customer services quality

Uniqueness

Paper type Hesearch paper
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The Scientific Manuscript (Con't)

=  The Indian healthcare mdustry has been growing at a pace comparable with the
Indian sunnse industries such as Telecom and Bo-technology. The developed world 1s
also waking up to the reality that healthcare industries in developing countries such as
India have come of age, and they can offer quality service at a competitive price (India
Brand Equity Foundation, 2007). A research repart by PricewaterhouseCoopers (2007)
observed: “Healthcare s one of India's largest sectors, in terms of revenue and
employment, and the sector 1s expanding rapidly. Today the total value of the sector 1s
Phenomena Gap | pore than $34 billion. This translates to $34 per capita, or roughly 6 per cent of GDP. By
2012, India's healthcare sector is projected to grow to nearly $40 billion.” Despite the
glant steps faken by the Indian healthcare industry, there 1s a need for improvement m
customer service. A recent report of Sahay (2008) stated that even though medical care
provided by India’s private hospitals 15 of a very high standard, the customer service
leaves a lot to be desired. Jain and Gupta (2004) opmed: “Quality has come to
Introduction be recognized as a strategic tool for attaining operational efficiency and mproved
business performance.” Further, service quality has become the greatest differentiator,

\I Research Gap

the most powerful competitive weapon most service organizations possess (Berry ef al,
1988). Guven-Uslu (2005) stated that customers’ feedback was not considered
benchmarking processes i the UK healthcare services. Arash ef al (2008) also found
that patients’ needs were not met with in public and private hospitals in Northern
Cyprus. Sahay (2008) added that staff attitudes to patients and theirr families would
determine a fair amount of patient reaction and our hospital services and hospitals have
some way to go on this front. In this context, an understanding of the mterplay
between factors such as qualty of healthcare services, its outcome and patient
satisfaction have become invaluable inputs for designing, managing and benchmarking
' healthcare systems. Hence, 1t 1s necessary to conceptualize service quality in the
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and Managed Care Processes:
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grarard the &=nd aof the rwemtbeah
cemtury, haspitals were presenoed
wih v challemges for increasing

rlkeing funotiorn, new 1o hospials

in the mid-19&0s, was seem as a way o
atimact new dustomers, develop mew se-
whoes, and communicate “valse® 10 po-
rencial bigyers of s servioes. Adopeion
af a markeling orbentation by hospitals
WA NeCessiry maAnagemeni siralepy
1o achbewe a competitive advancage in
lizral markets.

Several studies address the market-
irg ariemation of hospicals [Maidw
Kleimenhagen. and Pillari 199 Saidu
and MNarayana 1991 ; Rajo, Loniad, and
Cupta 199%). and one stiudy that cone
siclers the relatbonship of managesd] care
pemeiraton on & hospital’s marketing
aoentation { Loubsas and landzen
199E]. Wirih increasing managed care
pressures on hospitals, marketing amxd
managed cane processes wdrhin ongani-
sanors waonald likely address coomomesnn
caganizatinal chjeotives. A markebing
criemtation and resources devoted e
mangged care are intended 10 increass
the number of consumers and orga-
nizational buyers, profriabiliie and
v ssnrmeer malkalaction | Kotler 17594 |
Thersforne, markering and managed care
likely swoneld share similar processes
amid ta=sks such as markei research and
plaming communicaliorns, and zakes

In thiz snsdy, we examine hospital
marketing orientaizon and the degree
v which manesged Care processes ane
comiucied within marketing deparn-
menis in hospitals in the Common-
wiealth of Virginia in 1993 and 19%0,

[, TR D R (N (N TR I ¢ (. . A —

perienced increassd managed cane

pressures as indicared by an Increass
im the numb=er of health masnienance

caganizaiien enrollees from 404,479
in 199% i 1.90% 9092 §n 199y [.F.r-l.'-l.
Besaurce Fale 2060, In addaison, ma-
jior emplovers in urban areas of the
sty have beconse more active in their
purchasing ol health benefits and are
Ell'll}r-il:il'l_ﬁ manaped care { Horkey amxd

Thompsen 1993 Thampson, Dvapse

amd Hurley 1999}, and the spaae M-
iraid program has shifeed more ben-
eficiaries vo managed care plans. The
Vimginia Gereral Assermnbly enacied leg-
imlation in 1993 that required a patient-
bewel diadabase for inpatiend admissions
for all hospatals in the siase, amd in
1997 ir reauiined the implemenatian
el am effliciensoy and produoceiviny racig
syetem for all hospials In the stace
These environmsneal changes sugggese
thiai bath markeiing an<d mamaged
care development strategies would be
adopued by many hospitals.

LITERATURE REVIEW

Whille impubtively appealing 1o mamny
healsherare execuzives. the adopison of
marketing by hospitals durieg the lasa
W decades of the teentieth cenbury
was highly variable, The inconsistency
in 1 adoption of makating was a
resull of a4 pumber of fslors, amsely
the peregived lack of relevance o hos-
pihals apsraving in highly regulaed,
w1 revenue-rich, environmenirs of the
1970s and early 1980= (O Connmar
19RE; Mol 1983 ) As these envi-
rinmmEmilE became mdare coanges il
ared resource-limned fdlonwing che Im-
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J Bus Ethics (2011) 102:47-55
DOL 10.1007/s10551-011-0904-2

I Firms have both practical and moral obligations to further
stakeholder norms and interests via performance of desired
behavior (Maignan and Ferrell 2004). While previous
researchers have proposed that the long-term survival of a
firm 15 improved when it responds to stakeholder interests,

patich . tarpne ess attention has been given to the effects of corporate

soclal responsibility (CSR) actions on consumers and their
perceptions of the firm. Fukukawa et al. (2(07) emphasize
the mmportance of stakeholder perceptions to a firm’s
pursuit of both ethical standards and CSR. Corporate
marketing, the integrated process of orgamzation-level
marketing which encompasses such concepts as corporate
image, branding, 1dentity, reputation, and communications

(Balmer and Powell 2006), would suggest the need tor a

stakeholder-focused approach to establishing a firm’s per-

ceived commitment to social responsibility. The current
research exammes CSR from the consumers’ perspective,
tfocusing on antecedents and ettects of CSR on consumer
perceptions of the firm. Specifically, we evaluate the eftect
of corporate marketing communication m the form of
ethics statements on consumers’ perceptions of the firm’s
level of social responsibility and the resulting 1mpact
on perceptions of reputation, purchase nsk, trust, and

MASAILAH: consumer loyalty.

Corporate 1denfity theory serves as a foundation for this

Consumer Perceptions of the Antecedents and Consequences
of Corporate Social Responsibility

RESEARCH research. Identity theory includes four discrete faces of

GAP identity: actual (current attributes), communicated (both
controllable promotion and uncontrollable word of mouth),
desired (aspired mmage), and 1deal (objective optimal
v N Muda mendunia identity) (Balmer and Soenen (1999). To these four, a fifth,
“concelved identity” rception of the company by its

Yogyakarta www.umy.ac.id




Theoretical Literature and
Hypothesis Development

Product launch and performance

Successful new products and services are critical for many organisations, since product
mnovation 15 significant in helping organisations to adapt to changes in markets,
technology, and competition. However, the success rate of new products worldwide has
been low (Bogue and Delahunty, 1999), given the strong correlation between new
product success and a company's health (Shepherd and Ahmed, 2000} it is essential
that organisations maximise the potential of their new products. Di Benedetto (1999 in
an exploration of key success factors in new product launch found that the cost of
commercialismg successful new products was over six times that of products that
failed, indicating the significance of launch budgeting to new product success and
arganisational performance.

Product advantage and performance
Product advantage is a critical determinant of the success of new products and services
(Nakata ef al, 2005; Hultink and Hart, 1998; Cooper, 1979, 2001; Montoya-Weiss and
Calantone, 1994), and is suggested by Langerak ef al (2004) to lead to superior new
product performance and oarganisational performance.
Song and Montoya-Weiss (2001, p. 65) define product advantage in terms of
competitors as being “a product’s perceived superiority relative to competitive
= products”; while Calantone and Di Benedetto (1988) relate product advantage to
customer needs referring to the benefits customers derive from new products. Equally
valid, both definitions reflect the complex nature of product advantage whereby an
over focus on customer needs can lead to less competitive products (Christensen and
Bower, 1996). Slater and Narver (2000) argue that product advantage leads to the
creation of superior value for customers relative to that offered by competitors.
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Theoretical Literature and
Hypothesis Development

Market orientation and performance

Many studies support the existence of a positive relationship between orgamsational
performance and the adoption of a market onentation (Deshpande e al, 1993; Ruekert,
1992 MNarver and Slater, 1990). Organisations that are market-onented, tracking and
responding to customer needs and preferences, can better satisfy customers thereby
improving their organisational performance (Ramaseshan ef al, 2002).

Slater and Narver (199) found that market orientation is positively associated with
return on assets, sales growth, and new product success as measures of business
performance; additionally they found that competitor onentation is not significant in
the relationship between organisational performance and market orentation. More
recently, Brown ef al (2005) found that the mplementation of market onentation leads
to improved financial and marketing performance. Additionally, Slater and MNarver
(2000) found that market orientation and business performance are positively related;
and Kohli and Jaworski (199)) claimed that market orientation enhances the
performance of an organisation through return on investment, profits, sales volume,
mar ket share, and sales growth. Positive perfarmance is supported by interfunctional
co-ordination, which is essential to maximise the effectiveness of marketing and
non-marketing activities (i Benedetto, 1999).

NPD in small firms
Literature on the management of NPD in small firms is scarce but what has been
published does suggest that there are significant differences between NPD
management in small and large firms. There 15 a level of consensus that small firms
should develop new products that are compatible with existing technical standards
(Yap and Souder, 1994), that they should adopt one core technology and avoid high
levels of diversification (Dodgson and Rothwell, 1991). This impacts the marketing
strategies adopted by small firms. Several authors have taken a contingent approach
‘ claiming that there is no “best” process for developing new products but rather that the
process should be selected to suit the context, including the firm size, within which the
L” firm operates (Bessant and Francis, 1997; Loch, 2000).
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Theoretical Literature and
Hypothesis Development

Based on the literature reviewed a working model was developed that relates
product advantage, product launch performance, interfunctional coordination,
customer orientation and competitor orientation with the two performance meastres
of interest - new product performance and organisational performance. This is shown

\ m Figure 1.

Product Advanizre ]

[nterfunctional Coordination ] New Product Drga!usatmnal
Performance Performance

e
[
[
[
[ Customer Orientation
[

N

Product Launch Proficiency

Comgetitor Crrientation ]

Figure 1.
' Working model
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Material and Methods

Research sample

The research reported is a cross-sectional survey of a sample of 48 firms located in
Ireland. The research strategy adopted was to use the survey to identify the key
relationships between new product development, new product performance,
organisational performance, interfunctional coordination and customer/competitor
orientation. The firms included in the survey were selected from within the mid-west

region of Ireland to represent the industry sectors active within the Irish economy. The

The survey inchuded both small independent start-up firms and business units of
large multinational firms operating in a range of mdustries. Firm size was classified in
terms of ownership, employment levels and annual tumover, in-line with the definition
of SMEs adopted by the EU Commission in May 2005 (see http://europa.eu.nt/comm/
enterprise/enterprise_policy, accessed 13 Apnl 2006). Small firms were defined as
those under the direct supervision and control of the owner, having fewer than 250
employees, an annmual turnover below €50 million. Large-size firms were defined as
those having more than 200 employees and an annual turnover greater than €100
million, A breakdown of the firms included in this study is shown in Table 1.

The research instrument was a structured questionnaire administered via a postal
and electronic mail survey in line with expectations of the interviewees. At the outset of
the research process respondents were asked to identify a project or portfolio of
projects launched by ther firm in the last five years. Based on this the research
instrument addressed the following research measures; market onentation, product
launch proficiency, new product performance, orgamsational performance, product
advantage and market description these measures are described in detail in the

‘ following section.
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R\
Result

n=15 1 2 3 4 5 6 7
L Organisational performance 1

2 MNew product performance 0gs4* 1

i Product advantage 0322 0138 1

4  Product launch proficency 0656  0685% 0424 1

A Interfunctional coordination 0495 0364 0079 0173 1

6 Customer orentation 0179 278 0051 0072 0.449 1

7 Competitor orientation 0328 0441 0431 0411 0008 0261 1

Note: * Correlation is significant at the 0,01 level (two-tailed)

Organisational Mew product Market level  Financial Timing

(n=15) performance perfornmance MEASUTES MEASUIES  IMEAsUres
Produd launch

fraficiency 0656** 0605 ** R ** 0351* 0564 *
Proficiency in

market testing 0.463. 0463 0614* 0,301 0318
Proficiency in

launch budgeting 0.451 0510 ng2R* 0415 0380
Proficiency in

launch strategy 0.818** 0872** 0908 ** 0m33*t o7s*t
Proficiency in

launch tactics na2m* 0650 * n7a2** 0517* 0513

Notes: * Correlation is significant at the 0.05 level (two-tailed); ** comrelation is significant at the 0.01
i lewel (twro-tailed)
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R\
Result

(rpamizational  New product  Market level Fmancial — Timing

n=15 performance perfomance  measures Measres  MEeasures

Customer orientation 0179 0278 0255 0201 0.239 Tahle VIL.
Competitor orentation 0328 0441 0449 0334 0.458 Market arientation vs
Interfunctiomal coordination 0049 0364 0426 0337 0.079 performance; large firms

(rgam=ational New product  Market level Fmancial — Timing

m=233 performance peformance mMeasres MEASTES  MEISUTES
Customer onentation 0406* 0.296 0.308 0066 0.403*
Competitor orientation 0509 ** 058" 0528* 0318 06m*
Interfunctional coordination  0389* 0.407* 0.54 0331 0500**

Table VIIL
Notes: * Correlation issignificant at the 0.06 level (two-miled); ** comelation is significant at the 0.01 Market arientation vs
level (two-tailed) performance; small firms
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Discussion and Limitation

IMscussion and implications
The research measures presented in Table IT show that the p:rfﬂmmncc of large firms
" is significantly higher than that of small firms; with large firms gammg higher market
share and reporting higher levels of financial success. In examining some of the
reasons for this the research results demonstrate that organisational performance is
linked to new product performance in both small and large firms. This is supported by
earlier findings (Langerak et al, 2004; Cooper, 2001, Hultink and Hart, 1998). In
addition product launch proficiency i linked to both new product and organisational
performance n both large and small firms. Although product launch proficiency was
found to be important for both large and small firms, see Tables V and VI, as predicted
by Di Benedetto (1999) and Hultink and Hart (1998), large firms are significantly more
proficient at market testing and launch tactics (Table II). The mplication of this for
small firms is that product launch is a critical activity impacting new product success
and organsational performance, at the same time small firms have been found to be
less proficient at launching new products than large firms. In other words by
improving product launch proficiency small firms should improve their new product
SUCCEsS.

®
UMY

URErE Muda mendunia

Muhammadivah
Yogyakarta www.umyac.id




Review article

« Title

« Authors and affiliations

Abstract

Key words

Introduction

Rest of the review articles (several headings)
Acknowledgements

« References

Universitas
Muhammadivah

Muda mendunia

www.umy.acid




Short communication

« They should not exceed 4 printed pages, including figures and tables (max 3)

« Should be written in a continuous style, without subdivisions of introduction,
materials and methods, results, discussion and acknowledgements

- Title

- Authors and affiliations
« Abstract

- Key words

- Body text

- References

¥

\iluD.:.vm:n.nll\,'.i‘n M‘ MﬂMK

ogyakarta www.umy.ac.id

Universit




———
References

- Two types are used in the arrangement list of references

1. Chronological order

- Radjasa, OK., T. Martens., H-P. Grossart., T. Brinkhoff., A. Sabdono, and M.
Simon. 2007. Antagonistic activity of a marine bacterium Pseudoalteromonas
luteoviolacea TAB4.2 associated with coral Acropora sp. J. Biol. Sci. 7:239-246.

- 2. Certain journals use number citations consecutively within brackets [1].

- [3] A. S. Malik, O. Boyko, N. Atkar and W. F. Young, “A Comparative Study of
MR Imaging Profile of Titanium Pedicle Screws,” Acta Radiologica, Vol. 42, No.

3, 2001, pp. 291-293.

- Digital Object Identifiers (DOIs) for example
do1:10.1080/028418501127346846

Some journals require DOI for journal articles, books, and chapters
Normally DOI may be retrieved through www.crossref.org
Email Registration: hitp://www.crossref.org/requestaccount
Retrieval DOI: simply cutting and pasting the reference list at

’ http://www.crossref.org/SimpleTextQuery/

MY

S Muda mendunia

Yogyakarta www.umyacid



http://dx.doi.org/10.1080/028418501127346846
http://www.crossref.org/
http://www.crossref.org/requestaccount

Publication Processes

Manuscript preparation
Manuscript Submission ‘ -

J
J
P

umMmy Publication




First submission

» Copy right transfer
The Journal shall own the work, including,

a. Copyright

b. The right to grant permission to republish the article in whole or in part,
with or without fee

c. The right to produce preprints or reprints and translate into languages
other than English for sale or free distribution

d. The right to republish the work in a collection of articles in any other
mechanical or electronic format.

* Declaration
Submission of a manuscript implies: that the work described has not been
published before; that it is not under consideration for publication
L anywhere else; that its publication has been approved by all co-authors -



Muhammadiya
Yogyakarta




Galley Proof Submission




Reviewers




JURNAL

vy

N
Scientific Scholar

Ve ¢ Publisher of Scientific Journals

America - ~ a1 of
i ournal 0L .l of mal of
Anetichn i Clini A .‘L‘\“\o‘m\\ radiology Jerican \\\\\‘““\ S ing
" o ATNC
AT \\\\\\,‘

Sonogk

rnalof ournalof  |ourNALOF

UMY

Universitas
- Muda mendunia

Muhammadiyah
Yogyakarta www.umyacid







ODulu K (Institute for Sci N Sumbang_an
Information) ! kepada bidang

O Impact Factor : Mutu artikel
0 >12.000 Jurnal LR Level sistem

S R— ‘ penilaian

O R AR L (Referee)

R At N ‘Q\\ ‘S\\.\l Penulis .
_— Internasional

| Level editorial
U Belanda L Judul dan
[l

Abstrak dalam
0>22.000 Jurnal, prosiding Bahasa Inggris

dan buk liti
S, serta abjad latin

Muda mendunia

www.umyacid


http://mjl.clarivate.com/
http://www.scopus.com/

JADUAL 2.2 Kedudukan jurnal dalam bidang sains multidisiplin menurut laporan petikan

jurnal (JCR) 2013. Kuartil 1 (nombor 1-13), kuartil 2 (nombor 14-27), kuartil 3
(nombor 28-41) dan kuartil 4 (nombor 42-55). (© Thomson Reuters 2015)
Tajuk Jurnal Faktor Impak Separuh-Hayat Petikan Eigenfaktor

1. Nature [ 42351 9.8 1.60305
2 Science 31.477 9.9 1.27503
3. Nat Commun 10.742 1.9 0.12331
4. P Natl Acad Sci Usa 9.809 8.2 1.49966
S. Sci Rep-Uk 5.078 1.4 0.03618
6. Ann Ny Acad 4.039 9.2 0.08375
7. IR Soc Inter 1 - 383 39 0.02968
8. Plos One 3.534 2.5 1.16582
9. Philos T R Soc A 2.864 8.0 0.03419
10. P Ipn Acad B-Phys 2.562 44 0.00377
11. P Roy Soc A-Math Phy 1.998 =10.0 0.01825
12, Nawrwissenschatten 1071 100 0.00790 I m pact Factor 2018:
13.  Sci Eng Ethics. = 1516 6.3 0.00134
14, Chinese Sci Bull - 1305 6.3 0.01808
15, SciAm 1.328 =10.0 0.00558
16, Sci World J 1.219 29 0.01072
17. P Romanian Acad A 1.115 1.9 0.00042 . . .
18, IRoy Soc New Zeal 1.077 ~10.0 0.00057 J I h t t k r-t k I 20 17 & 2016 d t h 2018
19, Issues Sci Tec 1.059 6.4 0.00110 u m a SI aSI u n u a I e a a a u n
20.  SAfrJSci 2 - 031 =10.0 0.00193 . . .
211 Complexit 1029 87 0.00115 J I h rt k I d t b tk d t h 2017 & 2016
22, Int) lliifurzm Chiders 1.017 83 0.00832 u m a a I e I e r I a n p a a a u n
23, Symmetry-Basel 0.918 33 0.00160
24, Discrete Dyn Nat Soc 0.882 29 0.00212
25, AnAcad Bras Cienc 0.875 8.6 0.00234
26.  Curr Sei India 0.833 9.4 0.00773
27. T Roy Soc South Aust = 0.800 =10.0 0.00021
28, Adv Complex Syst 0.786 5.8 0.00151
29.  Rend Lincei-Sci Fis - 0.757 3.6 0.00065
30.  Math Model Nat Pheno 0.725 37 0.00254
3. AmSci 0.043 =10.0 0.00156
32,  Fractals 0.632 =100 0.00101
33, Sains Malays 0.480 2.8 0.00082 ]
34 Acta Sci-Technol 0.458 3T 0.00024
35, Chiang Mai ) d oas 4l 0.00043 htt
36.  Technol Rev 0.383 =10.0 0.00071
37.  New Sci 0.379 7.9 0.00212
38.  Interdiscipl Sci Rev 0.375 8.3 0.00025
39. P EstAcad Sci 0373 9.3 0.00053 t
40.  Arab J Sci Eng 0.367 4.6 0.00142 ¢
41, Scientist L 0351 83 0.00040
42, Scienceasia 0.347 54 0.00060
3. Maejo Int J Sci Tech = ().329 4.1 0.00037
44. I Hopkins Apl Tech D 0.315 =10.0 0.00012 3
45, Defence Sci J 0.310 59 0.00068 £
46.  Endeavour 0.261 =10.0 0.00038 =
47.  Natl Acad Sei Lett 0.240 7.3 0.00023 ’
48.  Front Life Sci 0.227 0.00001
49, CrAcad Bulg - 0.198 5.1 0.00050
50. P Natl A Sci Indr 0.179 0.00011
51.  Her Russ Acad Scit 0.170 8.2 0.00046
52. I'Natl Sci Found Sri 0.143 0.00017
53, R&D Mag 0.134 0.00006
54, Kuwait LSgi [:ng 0.093 0.00011
55. Anthy e 0.051 0.00007

s Muda mendunia

\h;l ammadiyah
Yogyakarta www.umy.ac.id



http://www.scimagojr.com/

